1. Cover Letter
Dear Dr. Savage, 
Entering this business deserves spotlighting its profitable and defensible opportunity where the is little or no competition by illustrating the whole idea below.
Red deer velvet antler is the antler for male red deer that is just recently grown. At this stage it is soft to touch, and it has short velvety fuzz growing on it. At this stage it has been used in oriental holistic medicine for over two centuries as fit for human consumption to provide energy and promote general health and well being.
It results less pain and more mobility, boosts the immune system, improves the heart function, improves the cell growth, and shortens recovery time.
The product is not being sold publically in Kuwait. Being the first seller is a good advantage and considers monopoly.
Elderly people, people older than 50 years, our target group, move towards less pain and more mobility, better immune system, better heart function, better cell growth, and shorter recovery time. All these are our product features.
Backward from online is our sales strategy where it attracts customers to buy our products outside the world-wide-web. Using this strategy, we can hold our customers longer. However, costs will be higher.
Cost price only in the first month is our sales plan where we sell this product exclusively and due to the scarcity of the product we place a stand in every famous pharmacy in Kuwait. The product is to be sold at cost price for the first month only.
The expected price is 8 K.D per bottle, expected profit is 5 K.D per bottle and the expected breakeven point is 91 unites.
Our staff can offer the extremely flexible and fast management with the customs to assure shipments from producers.
I look forward to the opportunity of discussing my contribution with you further. 
Yours Sincerely
Abdullah S. Al-Salloum


2. The Product
2.1. Red deer velvet antler is the antler for male red deer that is just recently grown. At this stage it is soft to touch, and it has short velvety fuzz growing on it. At this stage it has been used in oriental holistic medicine for over two centuries as fit for human consumption to provide energy and promote general health and well being. 
2.2. Benefits
(1)  Red deer velvet protects against shock or stress: Stressed people can take red deer velvet antler to protect them against stress and even shock.
(2)  Boosts the immune system: Koreans traditionally take deer antler velvet at the beginning of winter as a tonic to help ward off infections and promote good health. It is safe and natural treatment for boosting the immune system.
(3)  Improves the cell growth: Its extracts are found to improve cell growth due to nutrient rich and fast growing cartilage, it extracts were shown not only to improve cell growth, but also showed anti-viral plus anti-tumor components.
(4)  Shortens recovery time: It has proven to improve muscular strength and improves Muscle Recovery after exercise and helps to increase muscle mass and shortens recovery time following injury, provides a safe performance enhancer without adverse side effects.
(5)  Improves the heart function: It also has a powerful erythopoetic effect, which, in other word, means that it increases the formation of red blood cells. It significantly improves the heart function, regulating heart arrhythmias and improves blood circulation.
(6)  Results less pain and more mobility: Users of red deer velvet antler report significant relief from the symptoms of arthritis, rheumatism and other muscular and skeletal problems that can be found in elderly. It results in less pain, more mobility and less morning stiffness.
(7)  Faster hair growth: Its users also noted healthier hair and faster growth of their hair after taking red deer velvet antler
(8)  Enhances sexual functioning: It claimed to enhance sexual functioning for both men and women.


2.3.1 Types of Deer
Deer are widely distributed, and hunted, with indigenous representatives in all continents except Antarctica and Australia, though Africa has only one native species, the Red Deer, confined to the Atlas Mountains in the northwest of the continent.
Deer live in a variety of biomes ranging from tundra to the tropical rainforest. While often associated with forests, many deer are ecotone species that live in transitional areas between forests and thickets (for cover) and prairie and savanna (open space). The majority of large deer species inhabit temperate mixed deciduous forest, mountain mixed coniferous forest, tropical seasonal/dry forest, and savanna habitats around the world. Clearing open areas within forests to some extent may actually benefit deer populations by exposing the understory and allowing the types of grasses, weeds, and herbs to grow that deer like to eat. Additionally, access to adjacent croplands may also benefit deer. However, adequate forest or brush cover must still be provided for populations to grow and thrive.
Small species of brocket deer and pudús of Central and South America, and muntjacs of Asia generally occupy dense forests and are less often seen in open spaces, with the possible exception of the Indian Muntjac. There are also several species of deer that are highly specialized, and live almost exclusively in mountains, grasslands, swamps, and "wet" savannas, or riparian corridors surrounded by deserts. Some deer have a circumpolar distribution in both North America and Eurasia. Examples include the caribou that live in Arctic tundra and taiga (boreal forests) and moose that inhabit taiga and adjacent areas. Huemul Deer (taruca and Chilean Huemul) of South America's Andes fill an ecological niche of the ibex or Wild Goat, with the fawns behaving more like goat kids.
The highest concentration of large deer species in temperate North America lies in the Canadian Rocky Mountain and Columbia Mountain Regions between Alberta and British Columbia where all five North American deer species (White-tailed deer, Mule deer, Caribou, Elk, and Moose) can be found. This region has several clusters of national parks including Mount Revelstoke National Park, Glacier National Park (Canada), Yoho National Park, and Kootenay National Park on the British Columbia side, and Banff National Park, Jasper National Park, and Glacier National Park (U.S.) on the Alberta and Montana sides. Mountain slope habitats vary from moist coniferous/mixed forested habitats to dry subalpine/pine forests with alpine meadows higher up. The foothills and river valleys between the mountain ranges provide a mosaic of cropland and deciduous parklands. The rare woodland caribou have the most restricted range living at higher altitudes in the subalpine meadows and alpine tundra areas of some of the mountain ranges. Elk and Mule Deer both migrate between the alpine meadows and lower coniferous forests and tend to be most common in this region. Elk also inhabit river valley bottomlands, which they share with White-tailed deer. The White-tailed deer have recently expanded their range within the foothills and river valley bottoms of the Canadian Rockies owing to conversion of land to cropland and the clearing of coniferous forests allowing more deciduous vegetation to grow up the mountain slopes. They also live in the aspen parklands north of Calgary and Edmonton, where they share habitat with the moose. The adjacent Great Plains grassland habitats are left to herds of Elk, American Bison, and pronghorn antelope.
The Eurasian Continent (including the Indian Subcontinent) boasts the most species of deer in the world, with most species being found in Asia. Europe, in comparison, has lower diversity in plant and animal species. However, many national parks and protected reserves in Europe do have populations of Red Deer, Roe Deer, and Fallow Deer. These species have long been associated with the continent of Europe, but also inhabit Asia Minor, the Caucasus Mountains, and Northwestern Iran. "European" Fallow Deer historically lived over much of Europe during the Ice Ages, but afterwards became restricted primarily to the Anatolian Peninsula, in present-day Turkey. Present-day Fallow deer populations in Europe are a result of historic man-made introductions of this species first to the Mediterranean regions of Europe, then eventually to the rest of Europe. They were initially park animals that later escaped and reestablished themselves in the wild. Historically, Europe's deer species shared their deciduous forest habitat with other herbivores such as the extinct tarpan (forest horse), extinct aurochs (forest ox), and the endangered wisent (European bison). Good places to see deer in Europe include the Scottish Highlands, the Austrian Alps, and the wetlands between Austria, Hungary, and Czech Republic. Some fine National Parks include Doñana National Park in Spain, the Veluwe in the Netherlands, the Ardennes in Belgium, and Białowieża National Park of Poland. Spain, Eastern Europe, and the Caucasus Mountains still have virgin forest areas that are not only home to sizable deer populations but also for other animals that were once abundant such as the wisent, Eurasian Lynx, Spanish lynx, wolves, and Brown Bears. The deer in the Grove of Magdalen College, Oxford. 
Walking tracks of a white-tail deer with clear dew claw marksThe highest concentration of large deer species in temperate Asia occurs in the mixed deciduous forests, mountain coniferous forests, and taiga bordering North Korea, Manchuria (Northeastern China), and the Ussuri Region (Russia). These are among some of the richest deciduous and coniferous forests in the world where one can find Siberian Roe Deer, Sika Deer, Elk, and Moose. Asian Caribou occupy the northern fringes of this region along the Sino-Russian border.
Deer such as the Sika Deer, Thorold's deer, Central Asian Red Deer, and Elk have historically been farmed for their antlers by Han Chinese, Turkic peoples, Tungusic peoples, Mongolians, and Koreans. Like the Sami people of Finland and Scandinavia, the Tungusic peoples, Mongolians, and Turkic peoples of Southern Siberia, Northern Mongolia, and the Ussuri Region have also taken to raising semi-domesticated herds of Asian Caribou.
The highest concentration of large deer species in the tropics occurs in Southern Asia in Northern India's Indo-Gangetic Plain Region and Nepal's Terai Region. These fertile plains consist of tropical seasonal moist deciduous, dry deciduous forests, and both dry and wet savannas that are home to Chital, Hog Deer, Barasingha, Indian Sambar, and Indian Muntjac. Grazing species such as the endangered Barasingha and very common Chital are gregarious and live in large herds. Indian Sambar can be gregarious but are usually solitary or live in smaller herds. Hog Deer are solitary and have lower densities than Indian Muntjac. Deer can be seen in several national parks in India, Nepal, and Sri Lanka of which Kanha National Park, Dudhwa National Park, and Chitwan National Park are most famous. Sri Lanka's Wilpattu National Park and Yala National Park have large herds of Indian Sambar and Chital. The Indian sambar are more gregarious in Sri Lanka than other parts of their range and tend to form larger herds than elsewhere.
The Chao Praya River Valley of Thailand was once primarily tropical seasonal moist deciduous forest and wet savanna that hosted populations of Hog Deer, the now-extinct Schomburgk's Deer, the Eld's Deer, Indian Sambar, and Indian Muntjac. Both the Hog Deer and Eld's Deer are rare, whereas Indian Sambar and Indian Muntjac thrive in protected national parks such as Khao Yai.
Many of these South Asian and Southeast Asian deer species also share their habitat with various herbivores such as Asian Elephants, various Asian rhinoceros species, various antelope species (such as nilgai, Four-horned Antelope, blackbuck, and Indian gazelle in India), and wild oxen (such as Wild Asian Water Buffalo, gaur, banteng, and kouprey). How different herbivores can survive together in a given area is each species have different food preferences, although there may be some overlap.
Australia has six introduced species of deer that have established sustainable wild populations from acclimatisation society releases in the 19th Century. These are Fallow Deer, Red Deer, Sambar Deer, Hog Deer, Rusa deer, and Chital. Red Deer introduced into New Zealand in 1851 from English and Scottish stock were domesticated in deer farms by the late 1960s and are common farm animals there now. Seven other species of deer were introduced into New Zealand but none are as widespread as Red Deer



2.3.
2.3.2. Country of Origin
(1)  New Zealand: It is the top in producing red deer velvet antler. It’s been found that New Zealand red deer velvet antler is healthier due to healthy feeding.
(2)  United States: is the second top in producing red deer velvet antler. The quality of antlers of the United States comes next due to the Wasting disease. In medicine, wasting refers to the process by which a debilitating disease causes muscle and fat tissue to "waste" away. Wasting is sometimes referred to as "acute malnutrition" because it is believed that episodes of wasting have a short duration, in contrast to stunting, which is regarded as chronic malnutrition.
(3)  Russia: is the third top in producing red deer velvet antler. The quality comes next due to the Chernobyl nuclear disaster.
(4)  China: It doesn’t have that considerable challenging quality of red deer velvet antler compared to NZ, US.
(5)  Korea: It doesn’t have that considerable challenging quality of red deer velvet antler compared to NZ, US.
2.3.3. Processing Methods
(1)  Soluble: Solubility is often seen as a property of a substance or a characteristic property in some cases; for instance the solubility of a solid substance usually refers to the concentration of the substance in a liquid that has reached equilibrium with the substance in solid phase (e.g. adding more solid no longer increases the concentration in the liquid phase, it just increases the solid's phase volume). Clearly solubility is determined by the combination of substance and liquid; e.g. the solubility of salt is significant in water, but low in sunflower oil.
(2)  Heat Dried: Processing the red deer velvet antler to a hot area until it dries.
(3)  Freeze Dried: the red deer velvet antler to a cold area until it dries.
(4)  Others: Air cured.
2.3.4. Quality
(1)  New Zealand deer antlers are healthier: It was found that New Zealand red deer velvet antler is healthier due to healthy feeding.
(2)  United States and wasting disease: The quality of antlers of the United States comes next due to the Wasting disease. In medicine, wasting refers to the process by which a debilitating disease causes muscle and fat tissue to "waste" away. Wasting is sometimes referred to as "acute malnutrition" because it is believed that episodes of wasting have a short duration, in contrast to stunting, which is regarded as chronic malnutrition.
(3)  Russia antlers are at the bottom: This was due to Chernobyl nuclear disaster.
3. Best Prospects/Suspects Initial Target
3.1. Elderly people, people who are older than 50 years, are the initial target group for this product based on the analysis. 
3.2. Criteria
(1)  Can the group be easily identified and located?
(2)  Can the group be easily accessed and reached?
(3)  Would the group be greatly value the benefits of the product?
(4)  Can the group easily afford the product?
(5)  Is the group large enough to be worth our efforts?
(6)  Is the group stable enough over time?
(7)  Will the group grow over time?
(8)  Does the group have enough income?
(9)  Does the group have women more than men? Since women are more careful about their health.
(10)  Does the group have enough educated members?
3.3. Prospects and Suspects
(A)  Psychiatrists who need to protect their patients from shock or stress.
(B)  Hajj groups which really require boosting the immune system of their members before going to Hajj.
(C)  Surgeons can prescribe the product to their post surgery parients.
(D)  Athletes who would like to increase muscle mass.
(E)  Anemic who need to increase the formation of red blood cells.
(F)  Elderly people, people older than 50 years, who are suffering from pain, less mobility and morning stiffness.
(H)  Health medicine to improve sexual functioning of patients.
3.4. Comparison Chart
	Group\Criteria
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	Total

	A
	8
	7
	7
	10
	2
	5
	5
	10
	7
	10
	71

	B
	9
	10
	9
	10
	5
	5
	7
	7
	7
	5
	74

	C
	9
	4
	8
	10
	2
	5
	5
	10
	7
	10
	70

	D
	8
	9
	9
	8
	6
	7
	6
	10
	7
	5
	75

	E
	8
	6
	8
	8
	2
	7
	5
	10
	7
	5
	66

	F
	9
	9
	10
	10
	8
	10
	7
	10
	10
	6
	89

	H
	9
	6
	7
	10
	4
	4
	7
	10
	7
	6
	70



Excellent to poor are 10 to 1 respectively.

4. Target’s Motivations
4.1. Elderly move towards
(1)  Less pain and more mobility: Users of red deer velvet antler report significant relief from the symptoms of arthritis, rheumatism and other muscular and skeletal problems that can be found in elderly. It results in less pain, more mobility and less morning stiffness.
(2)  Better immune system: Koreans traditionally take deer antler velvet at the beginning of winter as a tonic to help ward off infections and promote good health. It is safe and natural treatment for boosting the immune system.
(3)  Better heart function: It also has a powerful erythopoetic effect, which, in other word, means that it increases the formation of red blood cells. It significantly improves the heart function, regulating heart arrhythmias and improves blood circulation.
(4)  Better cell growth: Its extracts are found to improve cell growth due to nutrient rich and fast growing cartilage, it extracts were shown not only to improve cell growth, but also showed anti-viral plus anti-tumor components.
(5)  Shorten recovery time: It has proven to improve muscular strength and improves Muscle Recovery after exercise and helps to increase muscle mass and shortens recovery time following injury, provides a safe performance enhancer without adverse side effects.
4.2. Elderly move away from
(1)  Bad side effects: The target looks for a product that has no side effects.
(2)  Bad interaction with other medicines: The target looks for a product that does not interact with their own prescribed medicines.
(3)  First usage of new types of drugs: Target moves away from new drugs where red deer velvet antler has been used for the last 10,000 years.
4.3. Strong emotional issues
(1)  Quality of life: As target gets older, they look to have better quality of life to live.






5. Target’s Unmet Needs
5. Elderly have thus unmet needs
(1) Finding a single natural product benefits its users in resulting less pain and more mobility, boosting the immune system, improving the heart function and cell growth and shortening recovery time. 





















6. Competition Analysis
6.1. World of NZ (worldofnz.co.uk) is the strongest competitor based on the analysis because it has the best results regarding all our measures.
6.2. Measures
(1)  Source: Where the red deer origin is, best to be New Zealand, then US, and lastly Russia.
(2)  Processing Method: Air cured is the best, then freeze dried, etc.
(3)  Number of capsules in a bottle: Depends on the amount in capsules per bottle.
(4)  Price per 100mg in KD: The less, the better.
(5)  Shipping price: The less, the better.
(6)  Shipping time: The less, the better.
6.3. Competitors
(A)  NZ Natural Health (www.nznaturalhealth.com): Based in New Zealand and their process method is freeze drying, 60 capsules per bottle, 500mg per capsule, price per 100mg is 0.025KD, shipping price is 4.94KD and the shipping takes 1-2 weeks.
(B)  Lovely Health (www.lovelyhealth.com): Based in New Zealand and their process method is freeze drying, 60 capsules per bottle, 500mg per capsule, price per 100mg is 0.033KD, shipping price is 4.29KD and the shipping takes a week.
(C)  World of NZ (www.worldofnz.co.uk): Based in UK, they get antlers from New Zealand and their process method is freeze drying, 60 capsules per bottle, 500mg per capsule, price per 100mg is 0.027KD, shipping price is 4.34KD and the shipping takes a week.
(D)  From NZ (www.fromnz.co.nz): Based in New Zealand and their process method is freeze drying, 60 capsules per bottle, 500mg per capsule, price per 100mg is 0.039KD, shipping price is 4.21KD and the shipping takes 10 days.
(E)  NZ Nature (www.nznature.co.nz): Based in New Zealand and their process method is freeze drying, 60 capsules per bottle, 500mg per capsule, price per 100mg is 0.041KD, shipping price is 4.56KD and the shipping takes a week.
(F)  Shakaree Deer Farm (www.shakereedeerfarm.com): Based in the United States and their process method is freeze drying, 120 capsules per bottle, 500mg per capsule, price per 100mg is 0.035KD, shipping price is 4.44KD and the shipping takes 15 days.


6.4. Comparison Matrix
	Group\Criteria
	1
	2
	3
	4
	5
	6
	Total

	(A) NZ Natural Health
	10
	8
	5
	10
	5
	9
	47

	(B) Lovely Health
	10
	8
	5
	8
	9
	10
	50

	(C) Zorld of NZ
	10
	8
	5
	9
	8
	10
	50

	(D) From NZ
	10
	8
	5
	6
	10
	8
	47

	(E) NZ Nature
	10
	8
	5
	5
	6
	10
	44

	(F) Shakaree
	8
	8
	10
	7
	7
	7
	47



Excellent to poor are scored as 10 to 0 respectively.


















7. Product USP for Target Selected
Elderly should buy red deer velvet antler because it
(1)  Results less pain and more mobility: Users of red deer velvet antler report significant relief from the symptoms of arthritis, rheumatism and other muscular and skeletal problems that can be found in elderly. It results in less pain, more mobility and less morning stiffness.
 (2)  Boosts the immune system: Koreans traditionally take deer antler velvet at the beginning of winter as a tonic to help ward off infections and promote good health. It is safe and natural treatment for boosting the immune system.
(3)  Improves the heart function: It also has a powerful erythopoetic effect, which, in other word, means that it increases the formation of red blood cells. It significantly improves the heart function, regulating heart arrhythmias and improves blood circulation.
(4)  Improves the cell growth: Its extracts are found to improve cell growth due to nutrient rich and fast growing cartilage, it extracts were shown not only to improve cell growth, but also showed anti-viral plus anti-tumor components.
(5)  Shorter recovery time: It has proven to improve muscular strength and improves Muscle Recovery after exercise and helps to increase muscle mass and shortens recovery time following injury, provides a safe performance enhancer without adverse side effects.










8. Additional Benefits
 (1)  Product shipping is free in Kuwait
(2)  Product is shipped within the same day of order in Kuwait






















9. Product Positioning and Condensed USP
Positioning Relative to Competitors
Red Deer Velvet Antler is at the top of the RDVA sellers as according to the sales strategy and plan.
· Who is the product for? “Elderly – People older than 50 year old”
· What will the product do for the consumer? “Boosts their immune system, result more mobility, and less pain”
· Why would the consumer want it? Or use it? “To get the benefits above”
· When is the product to be used? “It is a daily use product”
· Where should it be used? “It can be used everywhere”
· How is it going to affect the consumer’s life … for the better? “More mobility, less pain and better immune system”
Condensed USP
“Boost It!”














10. Product Logo and Name
10.1. “The Booster – Red Deer Velvet Antler” is the name we recommend based on
10.2. Product name criteria
(1)  Does it say anything about “red deer velvet antler”?
(2)  Is it related to targeted group?
(3)  Does it show the strength of the product?
(4)  Does it, in overall, attract?
10.3. Names considered
(A)  The Booster – Red deer Velvet Antler
(B)  RDVA
(C)  Be Deer
10.4. Comparison Matrix
	Name\Criteria
	1
	2
	3
	4
	Total

	(A) The Booster - RDVA
	10
	9
	10
	6
	35

	(B) RDVA
	9
	3
	5
	1
	18

	(C) Be Deer
	8
	6
	5
	5
	24



10.5. Logo selected
[image: ]


10.5. Logo elements and logos considered
Elements
(1)  Antlers: The main thing to be considered in the logo 
(2)  Strong Colors
(3)  Unique Style
Logos considered
None, this product logo is unique.



















11. Risk Reversal and Complaint management
11.1. Risk Reversal
Strongest Guarantee Possible
(1)  Shipped the same day in Kuwait 
(2)  Shipped within three days worldwide 
(3)  Product is natural.
(4)  Does not have side effects.
(5)  Absolutely free from chemicals.
(6)  Its affection does not interfere with any other medicines. 
11.2. Complaint Management Process
(1)  Discounts: This will be based on a points plan. Whenever a customer purchases a new bottle, a significant number of points are added to his account. The more points he/she gets, the better discount he/she will have.
(2)  Money back guarantee: To assure satisfaction, money back guarantee if the product did not reflect any healthy effects within a period of time.













12. Sales Strategy and Sales Plan (for Kuwait)
12.1. List of Strategies
(1)  Forward to online: Attracting customers to buy our product online. Using this strategy, customers tend faster to move to a competitor. However, costs will be less.
(2)  Backward from online: Attracting customers to buy our products outside the world-wide-web. Using this strategy, we can hold our customers longer. However, costs will be higher.
Best strategy
Backward from online to satisfy the following:
(A)  Hold customers 
(B)  Less costs
12.2. Sales Plan
(1)  Cost price only in the first month: Since we are selling this product exclusively and due to the scarcity of the product we place a stand in every famous pharmacy in Kuwait. The product is to be sold at cost price for the first month only.
(2)  Price triples in the next month: To show that our product is desired, price triples in the next month immediately, no matter what the sales were.











13. Essential Marketing Communication
13.1. Six panel brochure
	Attached
13.2. Press release
	Attached




















14. Product Packaging
Bottle
The bottle of the product contains 60 capsules.
Box
[image: ]
(1)  Production and expiry dates
(2)  Product logo and name
(3)  Information about red deer velvet antler
(4)  Information about the product and the way it was processed
(5)  Product benefits
(6)  Additional information about manufacturing
To fit the name and logo, box should be white colored and font color is grey. No other colors to be used.





15. Production Cost per Unit (CPU)
3 K.D is the estimated actual cost per unit based on
(1)  1.5 K.D: Cost per Bottle 
(2)  0.5 K.D: Overhead “Fixed Cost”
· 0.2 K.D: Equipment Expenses
· 0.3 K.D: Office Rent Expenses
(3)  1.0 K.D: Salesman Bonus for First Sold Bottle
Production Cost per Unit: 3.00 K.D
Price per Bottle: 8.00 K.D
Profit per Bottle: 5.00 K.D
















16. Distribution System
Using direct sales, the steps between the producer and end users include:
(1)  Shipping from the producer in NZ to our stores in Kuwait
(2)  Customs clearance and payment done by a 3rd-party agency
(3)  Customers can order by phone, or by visiting the store.
(4)  Phone orders are delivered by our staff and payment can be done cash, debit or credit cards at the location of shipment.  




















17. Customer Lifetime Value (CLV)
600 K.D is the contribution to profit by an average customer based on
(1)  Production Cost per Unit: 3.00 K.D
(2)  Price per Bottle: 8.00 K.D
(3)  Profit per Bottle: 5.00 K.D
(4)  Lifetime: 10 years
5.00 KD x 12 months = 60.00 KD “Customer Value per Year”
60.00 KD x 10 years = 600.00 KD “Customer Lifetime Value”


















18. New Customer Acquisition Cost
Given an expected CLV, we can afford to spend the entire sale profit of a bottle for every 11 bottles sold to acquire a customer based on the analysis
Analysis
According to our average customer’s lifetime value, we judge how much we can spend to acquire a customer.
1. Customer Lifetime Value: 600.00
Goals
2. Acquire a customer!
Rules
3. Keep price to imply quality
4. Assure profit is around 5.00 KD
To achieve our goals by the rules above, we may do the following:
12 bottles a year (2 capsules per day x 30 days a month = 60 capsules = 1 bottle a month, 12 bottles per year). So:
· If a customer purchases a package of 12 months, the price would be for 11 bottles only. Old price: 96 KD per year. New price: 88 KD per year.










19. Pricing Strategy and Tested Price
8.00 K.D per bottle is the best pricing strategy based on the analysis
Analysis
We have to consider the following:
· Our product is better than the competition “Charge More”
· The price difference, customer pay more for better product “Charge More”
· Keep the product alive “Charge Fairly”
Cost per Unit: 3.00 KD
Price per Unit that Satisfies considered rules above: 8.00 KD
Profit: 5.00 KD per Unit
















20. Breakeven (B/E) Point
91 units per month is the expected breakeven based on
 (1)  Monthly Fixed Cost (FC): 500.00 KD
(2)  Price per Bottle: 8.00 KD
(3)  Variable Cost: 2.5 KD “not 3.00 KD since 0.5 was calculated as fixed cost”
(4)  Breakeven Point = FC / ( P – VC )
(5)  Breakeven Point = 500.00 KD / ( 8 – 2.5 ) = 91 Units




















21. Backend Sales / Opportunities
We can resell
(1)  60-capsule bottles of “The Booster”
(2)  120-capsule bottles of “The Booster”
(2)  Plastic bags to save capsules
We can cross-sell
(1)  Plastic bags to save capsules
We can up-sell
(1)  120-capsule bottles of “The Booster”

















22. Customer Relations Management
 (1)  Monthly contact: Specify a team to contact our customers in a monthly basis to know how our product is doing and whether there are some features to be added to our product.
(2)  Assigning Specialists: Assigning specialists for every group of customers to lead them use the product effectively and get the benefits extremely.
(3)  Use points from purchases to award a prize: As customers purchase our product, points will be gained. Specifying a prize to be given whenever a significant number of points is reached.



















23. Information Support Systems and Safeguards
The customers’ information system can be accessed by
(1)  Employees: To access customers information
(2)  Customers: To access their billings, information, and points
Types of information
(1)  Customer name
(2)  Customer phone/mobile number
(3)  Customer mailing address
We will get customers to give us the information we need by
(1)  The attractiveness of entry in an exciting contest 
(2)  The attractiveness of entry in an instant discount
(3)  The attractiveness of entry in a points program
We will safeguard this info by
(1)  Assigning MIS specialists to work on the system
(2)  Using the up-to-date systems to assure security
(3)  Assigning security specialists to assure system’s security
(4)  Using local servers











24. Test Plan and Budget
91 units is the expected breakeven point based on
(1)  Monthly Fixed Cost (FC): 500.00 KD
(2)  Price per Bottle: 8.00 KD
(3)  Variable Cost: 2.5 KD “not 3.00 KD since 0.5 was calculated as fixed cost”
(4)  Breakeven Point = FC / ( P – VC )
(5)  Breakeven Point = 500.00 KD / ( 8 – 2.5 ) = 91 Units
So, as it should be inexpensive test, let’s have its cost per bottle = 0.5 KD and calculate the new breakeven point:
(1)  Monthly Fixed Cost (FC): 500.00 KD
(2)  Price per Bottle: 8.00 KD
(3)  Variable Cost: 3.0 KD
(4)  Breakeven Point = FC / ( P – VC )
(5)  Breakeven Point = 500.00 KD / ( 8.0 – 3.0 ) = 100 Units
The results of an inexpensive test are a “reality check” and will help identify weaknesses. 
The plan should consider the following
(1) Plan Expenses: We apply our strategies proposed without exceeding the limit according to our sales. The expense should not exceed 0.5 KD per sold bottle. If we sell 100 bottles a month, our test plan cost should not exceed 50 KD a month.
(2) Test Result: We identify and calculate how effective our test was and how it reflects the sales. Based on this, we determine how if we would increase/decrease the cost of our marketing plan.








Appendices
1. Cover Letter
2. The Product
2.1. Product defined simply and clearly
2.2. Product benefits listed and explained
2.3. Product considerations
2.3.1. Types of deer
2.3.2. Country of origin
2.3.3. Quality
3. Best Prospects / Suspects and Initial Target
3.1. Conclusion: target selected + justification
3.2. Criteria: prioritized, named, and explained
3.3. Prospects: abbreviation, name, and details
3.4. Comparison matrix with scores explained
4. Target Motivations
4.1. Moving towards
4.2. Moving away from
4.3. Strong emotional issues
5. Target’s Unmet Needs
6. Competition Analysis
6.1. Conclusion: strongest competitors + reasons
6.2. Measures: abbreviation, name + explanation
6.3. Competitors: abbreviations and details
6.4. Comparison matrix
7. Product USP for Target
8. Additional Benefits to User
9. Product Positioning and Condensed USP
9.1. Positioning relative to competitors
9.2. Condensed USP
10. Product Name and Logo
10.1. Name selected with justification
10.2. Criteria for names
10.3. Names considered
10.4. Comparison matrix
10.5. Logo selected with justification
10.6. Logo elements and logos considered
11. Risk Reversal and Complaint Management
11.1. Strongest Guarantee possible
11.2. Complaint management process
12. Sales Strategy and Sales Plan
12.1. Sales strategies considered and best one
12.2. Sales plan
13. Essential Marketing Communication
13.1. Six panel brochure
13.2. Press release
14. Product Packaging
15. Production Cost Per Unit
16. Distribution System
17. Customer Lifetime Value
18. New Customer Acquisition Cost
19. Pricing Strategy and Tested Price
20. Breakeven Point
21. Backend Sales / Opportunities
22. Customer Relations Management
23. Information Support System and Safeguards
24. Test Plan and Budget
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